
2013-14 Campaign Update 
&  

2014-15 Plan Highlights 
  



 Conducted 
◦ a Search Engine Optimization program 

◦ a Search Engine Marketing Campaign 

◦ 12 themed media campaigns with creative advertising 
materials 

◦ Brand campaign 

 Held media training 

 Distributed 12 newsletters and hundreds of social 
media posts 

 Contributed to the 3rd edition of Green Living 

 Launched Toolbox 

 Trailer appearances and events support 

 Local promotions 

 

 





 Fats, Oils & Grease Education – What Not to Flush 
◦ February 3-9, one week 

◦ Radio, online, and Facebook 

◦ Impressions: 571,019 

◦ Clicks: 1198 



 Brand Campaign 
◦ February 10-March 2, three weeks 

◦ Radio and online 

◦ Impressions:2.5 million 

◦ Clicks: 532 



 Fats, Oils & Grease Education – Garbage Disposals 
◦ March 3-9, one week 

◦ Radio, online, and Facebook 

◦ Impressions: 586,060 

◦ Clicks: 1,944 

 

 

 



 Water Awareness – Fix-a-Leak 
◦ March 10-23, 2 weeks 

◦ Radio, online, and Facebook 

◦ Impressions: 1.5 million 

◦ Clicks: 1,884 

 



 Stormwater Education & Water Awareness – 
Lawncare/Outdoor Watering 
◦ March 24 – April 6, 2 weeks 

◦ Radio, online, and Facebook 

◦ Impressions: 1.6 million 

◦ Clicks: 1,934 



 Water Awareness and Fats, Oils & Grease Education 
– Infrastructure 

◦ April 21-May 4, two weeks 

◦ Radio, online, and Facebook 

◦ Impressions: 1.3 million 

◦ Clicks: 1,692 

 

 

 



 Stormwater Awareness-Pet Waste 
◦ May 19-25, one week 

◦ Radio, online and Facebook 

◦ Impressions: 218,919 

◦ Clicks: 934 

 



 Water Awareness – Tap-It 
◦ June 1-30, four weeks 

◦ Transit, radio, online, and Facebook 

◦ Impressions: 3.1 million 

◦ Web visits: 6,442 

 

 

 



 Brand, Water 
Awareness, FOG and 
Stormwater Education 
◦ April 23, 2014 

◦ Print and online 

◦ Impressions: 325,630 



 Impressions: 238,779 

 45 weeks 

 Organic search results  
◦ 2012-2013—8,513 clicks 

◦ 2013-2014—14,842 clicks 

◦ 57% increase 

◦ 81% new sessions 



 Ads and keywords for all 
committees plus 
askHRgreen.org 

 45 weeks 

 Impressions: 403,284 

 Clicks: 5,465 

 



1. Google organic: up 70% 

2. Direct: up 20% 

3. Facebook display 

4. Google/cpc 

5. Virginian-Pilot/display 

6. Facebook/referral 

7. E-newsletters 

8. Daily Press/Display 

9. Vbgov.com 

10. Mobile Facebook/referral 



  
July - June 
2011-12 

July - June 
2012-13 

July - June 
2013-14 

Previous Year 
Comparison 

Visits               27,685        34,080            55,505  Up 63% 

Unique Visitors               21,393        26,081            43,547  Up 67% 

Pageviews               67,381        75,251         116,818  Up 55% 

Pages per Visit 2.42 2.21 2.10 Down .11 

Avg. Visit Duration 2:19 2:10 1:48 Down :22 

Bounce Rate 61.63% 61.27% 64.37% Up 3.10% 

% New visits 70.78% 75.50% 77.74% Up 2.24% 

June visitation set a record for the all time high! 



June 2014 Highest Website Visitation Ever! 



 Paid advertising weeks: 45 consecutive 

 Total advertising impressions: 17.8 million 

 Total radio commercials: 3,148 

 Total clicks: 41,665 

 Total Media Budget: $179,214 

 Total Media Added Value: $73,715 

 Total Media Value: $261,631 

 Total Media ROI: 1.5 to 1 
 



 Media outreach 
◦ 15 news releases 

 Seasonal-back to school; keep autumn leaves out of stormdrain; make 

kitchen grease-free zone; recycle your Christmas tree; deice right when 
clearing sidewalks; okay to play in dirt gardening tips 

 Events-prescription drug take-back day, America Recycles Day, Fix-a-

Leak Week, GAC 

 News and promotions-pet waste station grants, new online toolkit, 

scoop-the-poop pledge, TapIt app 

 Guest columns-landscaping tips for businesses, sewer consolidation 

and water awareness  

 

 



 Green Living contributions  



 Media relations coverage  
 



 E-News 
◦ 12 + 1 special issues  

◦ #7 referral source 

◦ 4,183 subscribers 

 



 Social Media 
◦ Facebook #6 referral source on the Website 



 Bloggers 
◦ Sarah Crawford 

◦ Katie Cullipher 

◦ Rebekah Eastep 

◦ Julia Hillegass 

◦ Fleta Jackson 

◦ Quwania Jefferson 

◦ Elizabeth Vaughn 

http://askhrgreen.org/author/elizabethvaughn/


 Total Public Relations budget: $15,565 

 Total circulation or audience:  1.6 million   

 Total articles and interviews: 21 

 Total publicity value: $83,656  

 Total Public Relations ROI: 5.4 to 1 



 askHRgreen participated in 
36 regional events in FY 14 

 18 trailer appearances, 18 table 
displays 

 Up from 28 events in FY 13 

 Collected 1,143 newsletter 
signups 

 Total newsletter 
subscribers: 4,183 

 



 Virginia Museum of Contemporary Art 
◦ Found askHRgreen through Google search for local 

environmental organizations 

◦ Provided permanent presence in the Art Lab from February 
7th – April 27th  

 Recycling & Beautification  “What to Recycle” poster in the Art 
Lab 

 Rack cards handed out to visitors 



 Virginia Museum of Contemporary Art 
◦ Plastic Bag Exchange Event during closing weekend of 

the exhibit 

◦ Invitation to future partnerships – Boardwalk Art Festival 
(June 14) 

 



 From Rover to River, No Poop Left Behind 
◦ Partnership lead by Rob Blizzard, Norfolk SPCA/Lead Hampton 

Roads 
◦ Partnership included askHRgreen and 19 local animal welfare 

and watershed protection groups including: 
 Chesapeake Animal Services Unit 

 Chesapeake Bay Foundation 

 Chesapeake Humane Society 

 Elizabeth River Project 

 Heritage Humane society 

 Hoffler Creek Wildlife Foundation 

 James River Association 

 Lead Hampton Roads Class of 2014 

 Lynnhaven River Now 

 Nansemond river Preservation Alliance 

 Norfolk animal Care and Adoption Center 

 Norfolk SPCA 

 Peninsula SPCA 

 People for the Ethical treatment of Animals 

 Portsmouth Humane society 

 Virginia Beach animal Care and Adoption Center 

 Virginia Beach SPCA 

 

 



 From Rover to River, No 
Poop Left Behind 
◦ Over 60,981 emails were 

sent out as part of the 
coordinated e-blast 

◦ 545 people signed the 
online “Scoop the Poop” 
pledge during the 4-day 
promotion 

 

 



 Save the Date: Inaugural Keep Hampton Roads 
Beautiful Golf Tournament 
◦ Monday, October 13, 2014 @ Greenbrier Country Club 

◦ Co-promotion with Keep Virginia Beautiful 

 



 Tool Box 



 Donna Corbis 

 Deidre Harmon 

 Fleta Jackson 

 Elizabeth Vaughn 

 Brian Wilson 

 Lori Woolman 

 



 Total website visitation: Up 63% 

 Total website visitation: 55,505 

 Total new visitors: 43,547 

 Total impressions: 19.5 million 

 Total budget: $274,452 

 Total exposure value: $440,525 

 Total ROI: 1.61 to 1 



 Goals  
◦ Establish askHRgreen.org as the regional go-to Website 

for environmental information 

◦ Continue to build awareness 

◦ Drive new visitors to the Website 

◦ Encourage previous visitors to return 

◦ Assess campaign through research 

 



 Media Strategies 
◦ Search Engine Optimization 

◦ Search Engine Marketing 

◦ Website Analysis and Reporting to monitor and change the 
campaign to reach the largest audience 

◦ Use committee campaigns to build awareness and target 
specific audiences with specific messages 

 



 Creative support  

 Website 
◦ Annual security analysis 

◦ Continue to update and add content 

 Public Relations 
◦ E-newsletters 

◦ News releases 

◦ Media interviews 

◦ Social media 

 Evaluation research scheduled for January, 2015 



 Media: $ 25,000 25% 

 Public Relations: $ 22,700 23% 

 Creative Development: $ 30,000 30% 

 Research: $ 17,300 17% 

 Consulting: $ 5,000 5% 

 Total: $ 100,000 100% 



Questions? 


